ABSTRACT. The authors use the theoretical notion of anomie to examine the impact of top management's control mechanisms on the environment of the marketing function. Based on a literature review and in-depth field interviews with marketing managers in diverse industries, a conceptual model is proposed that incorporates the two managerial control mechanisms, viz. output and process control, and relates their distinctive influence to anomie in the marketing function. Three contingency variables, i.e., resource scarcity, power, and ethics codification, are proposed to moderate the relationship between control mechanisms and anomie. The authors also argue for the link between anomic environments and the propensity of unethical marketing practices to occur. Theoretical and managerial implications of the proposed conceptual model are discussed.
Introduction
Of all the divisions in a business organization, the marketing function is the one most often charged with harboring unethical practices (Akaah and Riordan, 1990; Baumhart, 1961; Brenner and Molander, 1977; Tsalikis and Fritzsche, 1989) . Past research has examined a variety of avenues in the practice of marketing where questionable ethical behavior may occur. For instance, ethical questions have been raised in market research (Hunt et al., 1984; Nantel and Weeks, 1996; Tybout and Zaltman, 1974) , salesforce supervision (Hunt and VasquezParraga, 1993) , pricing management (Nantel and Weeks, 1996) , target marketing (Smith and CooperMartin, 1997) , and product and service management (Nantel and Weeks, 1996) .
1 Scholars have argued that marketing gathers more notoriety, because unlike other functions such as accounting, finance, or operations, marketing performs a boundary-spanning role for the organization and is therefore more likely to be exposed to environmental pressures to deviate (Ferrell and Gresham, 1985) . These pressures could emanate from suppliers, competitors, and shifting consumer tastes, among other sources. While firms may not have any sizeable influence on these external pressures, they can, however, shape the environment of the marketing function to empower executives with greater ethical sensitivity.
By and large, ethical decision making by the marketing team is influenced by three types of factors: individual characteristics, organizational characteristics, and environmental factors (Leigh and Murphy, 1999) . Scholars have used a variety of theoretical frameworks to address these factors, including: frameworks based on moral philosophies (Laczniak and Murphy, 1991) , contingency models of ethical behavior (Ferrell and Gresham, 1985) , models based on individual deontological and teleological evaluations (Hunt and Vitell, 1986 ), examinations of cross-cultural influences (Giacobbe and Segal, 2000) , analyses of the nature of the decision situation (Lund, 2000) , and the integration of ethics into marketing strategy (Robin and Reidenbach, 1987) , among others. All these approaches have made significant contributions to the discussion on ethics in marketing; however, examination of organizational characteristics necessitates further research attention, as these are the only factors that are truly under the control of the firm's top-management team (Ferrell and Gresham, 1985; Leigh and Murphy, 1999; Vardi, 2001; Vardi and Wiener, 1996) .
The (Robin and Reidenbach, 1987) . We argue that, in addition to these recommendations, one needs to address the root causes that may create an environment ripe for unethical practices in the marketing function. We, therefore, propose that a crucial piece of the ethics puzzle lies in understanding how the top management chooses to control the marketing function and in examining the unintended ramifications of the chosen control mechanism. We synthesize our review of the literature with multiple field interviews of marketing managers from diverse industries to conceptualize a contingency model. In the contingency model, we examine the potential effects of two of the most commonly used control mechanisms, viz. output and process control (Jaworski, 1988) on the environment of the marketing function. To describe the environment of the marketing function, we use the theory of anomie (Merton, 1964 (Merton, , 1968 . Anomie is a situational condition characterized by normlessness and social disequilibrium that sets the stage for deviant behavior. In addition, we examine the impact of three moderating factors, resource scarcity, power, and ethics codification, on the control-mechanism-anomie relationship.
We make multiple contributions to the academic literature and managerial practice. First, we address anomie in marketing at the functional silo level, moving the discussion beyond its earlier applications in sales management. Second, we use a sociological approach to anomie that analyzes the environment of the marketing function at a structural level. This is a distinctly different approach from previous examinations that utilized the psychological notion of anomie and targeted the individual level. Third, we identify and conceptualize the dynamics of topmanagement control of marketing as a critical antecedent to the creation of anomie. Finally, we identify conditions that could exacerbate or abate the control-mechanism-anomie relationship. In terms of implications for practice, we argue that scrutinizing the marketing function through the anomie lens can help firms understand the nature of the environment that causes the proliferation of unethical marketing practices. Armed with such an understanding, managers can then work to minimize anomie and therefore reduce the chances of ethical transgressions.
In the following sections, we first provide an overview of ethically questionable practices in marketing followed by a description of our data collection. Second, we introduce the theoretical notion of anomie and demonstrate the appropriateness for its applicability to the context of a marketing function. Third, we discuss control mechanisms and present our propositions on the effects of output and process control on anomie in the marketing function; further propositions are argued with contingency variables as moderators. In the final sections of the article, we offer a discussion of the theoretical and managerial implications of our work.
Ethics and the marketing function
While there is no universal guideline for what constitutes ethical conduct in marketing practice (Ferrell and Gresham, 1985) , there is an understated expectation that responsible marketing should not intentionally violate social contracts or cause harm to any of the parties involved. We, therefore, define unethical marketing practices as intentional decisions and actions that violate social contracts with, and result in harm to, internal or external constituents of the marketing function (Cohen, 1993; Hunt et al., 1989) . For instance, misrepresenting products, services, and information (Hunt et al., 1984) ; promoting unneeded products and services (Blankenship, 1964; Hunt and Vasquez-Parraga, 1993) ; or offering financial inducements to secure an advantaged position (Blankenship, 1964) would all constitute ethically questionable practices.
Marketing executives often get their cues on ethical standards from the environment of the marketing function. Past research has addressed the issue of ethics and organizational environment (Bommer et al., 1987; Jones, 1991; Trevino et al., 1998) and has underscored the fact that the corporate context is a critical determinant of the ethical standards of marketing managers (Leigh and Murphy, 1999; Robin and Reidenbach, 1987) . Additionally, research shows that organizational sub-units construct their own values and norms that are
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